The internationalization of the film industry has contributed greatly to the development of intercultural placements of products and brands as audiovisual supports. Therefore, it becomes interesting to study the efficiency of this communication technique for different cultures. This cross-cultural research address a substantial gap of the literature investigating the effects of placement from a demand-side perspective in four different countries-two Western European, one Eastern European, and a South Mediterranean. The results reveal the significant disparities among cultures with regard to appreciation for advertising, placement in general, and creative placement techniques in particular.
becomes legitimate to wonder a strategic question in term of market segmentation: is placement really an effective international communication mode? To determine some answers to this question, this study undertakes intercultural research on attitudes toward placement in four countries.
Intercultural Dimensions of Product Placement
The originality of product and brand placement as a communication technique has encouraged several researchers to study its use, as well as its perception and acceptance by audiences from different cultures.
Communication, Attitudes and Cultural Differences
Product placement is a unique marketing communication technique, in that product presence is evident but only in a non-commercial context. Consequently, placement effectiveness likely reflects theories of advertising persuasion and consumer information processing (Nebenzahl & Secunda, 1993; Falcy, 1997; Russell, 1998; D'Astous & Séguin, 1999; Fontaine, 2000) . A study of attitudes toward placement therefore can be situated within a more general framework of attitudes toward advertising (Gupta, Balasubramanian, & Klassen, 2000; Tiwsakul, Hackley & Szmigin, 2005) .
When a consumer is conscious of the product's or brand's placement in a non-commercial context, that person inevitably compares it to more traditional advertising tools. In the viewer's mind, this logical connection should be much stronger than that derived from an advertising campaign placement used with other techniques. According to this logic, the placement technique essentially should reflect a policy of communication reinforcement (Brée, 1996; D'Astous & Séguin, 1999) .
Attitudes toward advertisements tend to be either favourable or unfavourable (Batra & Ray, 1986; Holbrook & Batra, 1987; MacKenzie & Lutz, 1989) . Research into advertising persuasion shows that attitude toward the Ad has a strong influence on advertising effectiveness. Liking or disliking an advertisement can be a good indicator of its effectiveness (Gardner, 1985; Walker & Dubitsky, 1994; Biel, 1990) .
Studies that measure differences in international consumers' attitudes and hierarchical effects show that diverging attitudes exist toward advertisements across various countries and cultures. For example, Gould et al. (2000) found that Americans positively accept product placement and are more likely to report purchase intentions toward placed brands, whereas in Austria and France consumers are less favourable. This result was confirmed by McKechnie and Zhou (2003) who showed that Americans consider placement as more acceptable than do Chinese consumers.
In another study comparing the United States and Russia (Andrews, Durvasula & Netemeyer, 1994) , the Russian consumers have a better attitude toward advertisements than U.S. consumers, who sense negative social effects of it. Russians instead regard advertisements as an essential phenomenon, undoubtedly thanks to the important socio-economic and socio-cultural changes that have occurred since perestroika. Yet the study also shows that U.S. consumers favourably consider advertising an institution, which probably reflects the long-standing experience U.S. consumers have with marketing communications. Cultural differences also exist between Eastern and Western European countries (Heyder, Musiol & Peters, 1992) . English consumers present a more favourable attitude toward advertisements than do French and German consumers (all Western) and Czechoslovakia (Czech Republic and Slovakia now) provides among the most favourable ratings, whereas Poland, Hungary, and (East) Germany are the least favourable. These results were confirmed more recently by other researches which found that the marketing environment in Central Europe is still considerably different from the one in Western Europe (Gulyas, 2003) and cross national differences in consumer response to advertising can be found also within Central Europe (Orth, Koenig & Firbasova, 2007; Petrovici & Marinov, 2007) . This indicates the need for advertising adaptations from one country to the other.
These studies, in combination, also seem to imply that the significant attitudes differences among countries may relate to whether the communication techniques are relatively more or less developed in those countries (Marinov, Marinova, Manrai & Manrai, 2001; Usunier & Lee, 2005) .
Normative Acceptance of Product Placement According to Culture
Early research often defines product placement as a form of persuasive communication in which the intention to persuade is not always highlighted. However, the increasingly ostentatious use of placements in recent years is decreasing the force of this distinctive postulate (Karrh et al., 2003) . When an audience realizes the objective of a product placement, it may start feeling manipulated by the communication media. For example, the presence of the mineral water brand Perrier in the James Bond movie Goldeneye-in which it appeared as thousands of bottles in a truck, shown in a long, close-up shot was judged as too aggressive in some countries (Brée, 1996) .
Advertisers need to preview the effect of their product placement, especially if the audience may be perfectly conscious of the persuasive effect sought by that advertiser. In particular, they need to consider the degree of acceptance of product placement advertising in different cultures. Consumer acceptance or refusal of the practice of placing brands in audio-visual entertainment varies significantly according to the country. Existing literature distinguishes three levels of normative acceptance: total acceptance, total refusal and an intermediate position known as conditioned utilization.
Thus, some researchers emphasize the freedom of product placements, especially when a given culture does not require placement regulations. Placement techniques should not disturb the consumer and can make movies more realistic (Nebenzahl & Secunda, 1993; Gupta et al., 2000; Tiwsakul, Hackley & Szmigin, 2005) . However, other researchers recognize that certain consumers consider placement as a dangerous technique, because its implicit and subliminal influence causes them to become suspicious (Galician, 2004) . Moreover, some consumer advocacy groups have demanded government regulations on placement practices to avoid any potential abuses (Rothenberg, 1991; Gupta et al., 2000; Morton & Friedman, 2002) .
Thus, placement regulations undoubtedly will be the subject of researches in coming years. For example, ethically questionable products such as alcohol, cigarettes and weapons are rejected in many countries (Gupta & Gould, 1997; McKechnie & Zhou, 2003 , Tiwsakul et al, 2005 . Indeed, Korean people support government regulation toward placement, which is not the case of Americans (Lee, Sung & De Gregorio, 2011) .
Other possible limits relate to children's movies, which target a vulnerable audience (EU, 2007, L 332/41) . Some observers argue that placements negatively influence teenagers, which affects a large target market for movies (Poncin, 2007) . Regulation might limit the use of placement techniques according to the types of products. These differences in acceptance levels require additional data, especially in the context of an intercultural study.
Effectiveness of Product Placement across Cultures
If placement techniques are generally accepted, the next fundamental question becomes whether attitudes toward placement differ from one culture to another. The research that has become the primary reference in this field is made by Gupta and Gould (1997) . It suggests some factors that appear likely to influence the acceptance of placement techniques by Americans. Generally, U.S. consumers tolerate this technique, except for certain types of products, though they note some differences based on gender. For example, non-ethical product placement is better accepted by U.S. men than by women.
Several researchers adapt this study to intercultural applications and show that attitudes toward placement vary within cultures. For example, Gould et al. (2000) consider product placement effectiveness in the United States, France and Austria using a comparison based on three criteria: country, product nature, and respondents' individual characteristics. They find that U.S. consumers accept product placement tools better than do the Austrians or French. Moreover, their U.S. respondents indicate higher purchase intention scores than the French and Austrian respondents. Regarding the impact of individual differences and kinds of products, the results show no differences in the nature of the answer but a difference in the degree of acceptance. For three countries, movies buffs and men accept the placement of non-ethical products more easily, with some differences in the acceptance levels between the countries.
In the same spirit, the study of Guido et al. (2010) compare appreciation of product placement between Italy, USA, France, Austria, China and Australia on certain categories of product. It appears that Italians are the least those who appreciate the placement examined for the same product categories. Indeed, Americans and French are those who are most likely to accept the placement technique.
The study of Karrh et al. (2001) compares attitudes toward product placement between the United States and Singapore. Not only are Singaporeans less likely to accept non-ethical products, but they also appear less aware of product placement as a form of paid advertisement whose aim is to influence the viewer. When they become aware of this technique, they become very suspicious. The result is similar in China (McKechnie & Zhou, 2003) . Individualistic Americans tend to favour placement more than collectivist Chinese, though both cultures express dislike for the placement of non-ethical products. However, gender does not emerge as a discriminating variable for the Chinese sample.
A study made by de Lee et al. (2011) shows that Americans are more likely to agree that product placement enhance the realism of media content than Koreans. According to the findings, Americans tend to accept the placement technique in most films genres, while according to Korean viewers' drama is the most appropriate genre.
favourable toward the placement than the Americans. Their research also shows that placements of alcoholic products are accepted in the same manner by both men and women.
In summary, previous studies generally imply a positive attitude toward placement. Audiences may feel overloaded by traditional advertisements and thus prefer original techniques, such as product placement. However, product placement effectiveness varies across different cultures, even though most intercultural research applies a comparison with U.S. consumers' attitudes, rarely addressing emerging or developing countries.
Effectiveness of Product Placement Creative Techniques
What are product placement creative techniques? As a communication technique, product placement is characterized by its creative dimensions. Furthermore, the placement that product or brand gains in an entertainment piece constitutes a key component of consumer persuasion. For example, a movie producer must be able to incorporate the product into a film and possibly assign a role to the brand or product to succeed in attracting the target.
According to previous literature, placement effectiveness largely depends on the audience's attitudes toward the creative dimensions, which consist of three categories: audio-visual context, integration and prominence (D'Astous & Séguin, 1999; Russell, 2002; Fontaine, 2006; Khalbous & Maazoul, 2005) .
The audio-visual context has two dimensions: verbal. This is defined as a spoken citation of the brand's name in dialog and visual, which refers to the product's appearance on screen. Marketing communication research demonstrates that the simultaneous presence of both visual and verbal dimensions makes the placement more effective (Russell, 2002) .
The level of integration depends on the degree of the product's contribution to the content and the importance of its role in the program (D'Astous & Séguin, 1999) . For strong integration, or 'central placement,' the product and the brand are clearly identified on screen and become an essential part of the movie (e.g., Austin Martin or BMW cars in James Bond movies; Guillaume, 2002) . In contrast, weak integration implies 'peripheral placement. Thus, when audio-visual integration is strong, the brand takes a leading role and consumer attention becomes more important, processing of cognitive information is more elaborate and memorization becomes easier (Russell, 1998) .
Finally, prominence refers to the product's ability to attract consumer attention and thus depends on several factors, including a product's characteristics, its centrality on the screen and its contribution to the plot (Cowley & Barron, 2008) . A prominent placement likely uses sharp colours, appears large on the screen, and/or relates to a scene with movement, contrast or some new and unexpected elements (Babin & Carder, 1996; Gupta & Lord, 1998; D'Astous & Séguin, 1999) . Research on product placement effectiveness appears divided with regard to the prominence effect: some authors suppose that an ostentatious presence draws attention and influences memorization positively, whereas others argue that an obvious placement generates unfavourable attitudes because it reveals the intention to influence the audience (Brée, 1996; Gupta & Lord, 1998 (2008) Some authors suppose that prominence draws attention and influences memorization positively, whereas others argue that subtle placement generates unfavourable attitudes, because it reveals the intention to influence the audience Subtle placement
Presence of the product in a subtle manner (e.g., in a background)
International Effect of Creative Techniques
Despite the importance of product placement, no intercultural research focuses precisely on creative placement aspects from a demand-side point of view. Thus, no studies measure the impact of the three creative dimensions across several cultures at the same time. However, some studies consider creative dimensions from the supply side. For example, Kouli and Saad (2000) conduct a comparative analysis of the use of product placements in the French and U.S. movie industries. Their results show important differences in creative practices. In particular, French movies contain two times as many placements as U.S. movies, as well as more brands (17.2 on average, versus 9.6 brands in U.S. movies) and more frequent brand appearances (2.43 versus 2.06 times). The authors suggest French movies may have greater financing needs. Though, they also note that the presence of many brands in French movies may be a creative choice, in that they make the movie more realistic.
Furthermore, brand appearances seem more central to French than to U.S. movies. In the U.S. context, the placement tends to present the brands positively (e.g., reward for the character) and more in connection with the main characters. In French movies, the brands serve instead to identify the characters' social status. Moreover, U.S. movies are more ethnocentric, featuring more U.S. products than do the French movies highlight French products. Finally, U.S. movies often use products that are symbolic of American consumption (D'Astous & Séguin, 1999; Rubbo & Berneman, 2004) .
On the basis of this analysis of differences in placement techniques, another research question emerges: What are the differences in the possible decoding across various cultures, if the movies with product placements cross international borders? The subsequent sections attempt to provide some answers based on an empirical study of product placement in four countries with different characteristics: Tunisia, France, Italy and Poland.
Cross-Cultural Comparison of the Attitudes toward Product Placement
This section presents the methodological approach, followed by issues related to variable selection, data collection methods and measurement tools. Finally, the latter sections analyse the data and attempt to interpret the results.
Research Design
The conceptual part of this research, based on the literature review, identifies four types of variables that reflect audience attitudes toward product placements (Figure 1) . The research portion attempts to define these attitudes in four culturally different countries to provide a cross-cultural comparison. 
Data Collection and Measurement Models
This research used a student sample. Young people are great consumers of media such as television and movies, and therefore constitute suitable subjects for the present survey. Indeed, advertisers are very interested in this target, which represents a promising segment in terms of consumption of good and entertainment (McQuail, 2002) . Furthermore, this sample is appropriate for cross-cultural comparisons because it consists of the same consumer category (Brée, 1996; Gupta et al., 2000; Poncin & Pieters, 2002; McKechnie & Zhou, 2003 Tiwsakul & Hackley, 2005 Guido et al., 2010; Lee et al., 2011) . The final sample contained 763 young people whose average age was between 20 and 23 years. They were selected by non-probability convenience sampling method. These consumers were distributed across the four countries as follows: 260 consumers in Tunisia, 120 in France, 182 in Poland and 201 in Italy.
The measurement of the model's variables was made by an investigation using a self-administrated questionnaire. The investigator gave questionnaires to the respondents while explaining the research aims and sensitizing them to key parts of the questionnaire. The structure of the questionnaire is as follows: firstly, the question on the general attitudes toward advertisement. Secondly, before answering any questions relative to product placement, all participants needed to know what product placement was. Consequently, a definition of product placement was presented on the questionnaire, with an adaptation including appropriate examples for each country sample. Thirdly, the measure of the general attitude toward placement. Then, the question about the normative attitude toward placement. And finally, the respondents have to answer to the question on the attitudes toward creative techniques.
After collecting the questionnaires, the interviewer initiated a discussion on the subject with the subjects, which made it possible to enrich the interpretation elements through exploratory and qualitative information. The pilot test suggested altering some vocabulary but no major changes and the questions were adapted to the characteristics of each culture.
Measurements of three variables of the study are inspired by the study of Gupta & Gould (1997) , which are: general attitudes toward advertisement, normative attitude toward placement and general attitude toward placement.
The measure of general attitudes toward advertisement uses traditional items and a five-point semantic scale, tested previously in the Tunisian context (Gupta & Gould, 1997; Khalbous, 2003) . It comprises a cognitive level, related to the acceptance of advertisements in various media; an emotional level, relating to personal feelings toward advertisements and finally, a behavioural level pertaining to the tendency to pay attention to advertisements.
The normative attitude toward placement uses the measure of McKechnie and Zhou (2003) .
The general attitude toward placement measure uses a ten-item scale (Gupta & Gould, 1997) .
The measure of attitudes toward creative techniques uses a previously applied scale (Khalbous & Maazoul, 2005) , on which participants could note the degree of influence of creative elements (audio-visual context, integration and prominence) on nine / five-point scales (Table 1) .
Opertionalization details on the four types of variables are presented in the appendix 1 and 2.
Statistical Analysis
The data processing began with some association tests (chi-square) and variance analyses (ANOVA) among the four countries and four attitudinal variables, as a means to determine significant differences in the responses. A second phase consisted of a comparison of the means, in an attempt to describe and synthesize the results by country. Finally, a multidimensional analysis of the means in relation to the four countries at the same time (MDS) offers a better interpretation and multidimensional map of the results (Malhotra, Décaudin & Bouguerra, 2004) . As shown in Table 2 , the results of the ANOVA show that the relationships between the attitudes toward advertisements in general and the countries are significant for all scale items. To interpret the relationship between variables, the calculation of the means for the various samples indicates the differences in attitudes across the four countries (Table 3) .
Analysis, Results, and Discussion

General Attitudes toward Advertisement
Generally, attitudes toward advertisements in the Tunisian and, to a lesser extent, French samples are more favourable than those in the Polish and Italian samples. According to the means of the single countries, the scores toward the three attitude components are quite homogeneous. The classification remains the same for the cognitive, affective, and behavioural attitudes. Tunisians reveals the most favourable attitudes, followed by the French and the Polish. Italians appear to be the most hostile toward advertisements. The remainder of this analysis attempts to verify these results by focusing particularly on product placement. The table 4 shows that the chi-square test between the normative attitude toward placement and the four countries shows a significant relation (0.000). The means analysis reveals other differences in audience attitudes as well. The global tendency leans toward freedom of use, provided that it is somewhat regulated (general average of the four countries = 1.89). Nevertheless, some disparities emerge among the attitudes, such that Italians appear more wary than average, which confirms the first result of this research. In contrast, the French are the most permissive, which is not surprising considering the tendency to support freedom of expression in the French culture.
Normative Attitudes toward Product Placement
The following stage includes, in detail, the various components of attitudes toward placements in general and tries to identify the cross-cultural differences that result from these attitudes. The results of the ANOVA test (Table 5 ) confirm significant differences among the general attitudes toward placement in the four countries.
A multidimensional analysis based on the means can help to identify countries with relatively homogeneous perceptions of placement. Two axes result from this analysis (Table 6 ) representing the psychological basis or underlying dimensions used to position the four countries in relation to the characteristics of attitudes toward placement on the same visual level (Figure 2) . This interpretation is based on an analysis of the links between the characteristics on the two axes and the countries' relative positions. The first axis explains 60% of the explained variance and correlates positively primarily with items 4 and 5, which represent the affective and behavioural influences. The opposite side of the axis correlates with item 9 and to a lesser extent item 3, two negatives items that do not meet participants' approval. Thus, the first axis may be titled the affective and behavioural positive influence of placement. The second axis, which accounts for only 25% of the explained variance, correlates primarily with negative attitudes, namely, items 1, 6 and 8. Thus, it takes the title cognitive and behavioural negative influence of placement. The position of the countries according to their attitudes emerges clearly in Figure 2 .
Before analyzing the various positions of the countries, the results indicate that overall, though young people are conscious that placement is a commercial technique that pushes them to purchase. They also consider it a more attractive and amusing technique than traditional advertisements.
Two countries that are completely opposite in their attitudes are Italy and Tunisia. The two others take median positions, with some similarities between France and Italy and some between Poland and Tunisia. This result is not surprising, considering the previous findings. Young Italians emerge as the most sceptical of placement effectiveness; without being particularly hostile, they think the technique has little influence on the audience and is not much more enjoyable than traditional advertisements. In contrast, young Tunisians find placement effective, because it draws attention and pushes consumers to purchase.
Similar to the Italians, the French respondents perceive limited product placement influences on consumers; like the Tunisians, they also find it more attractive and enjoyable than traditional advertisement. Finally, the young Polish respondents do not find product placements particularly attractive but think, unlike the Italians and French, that it can prove effective.
The rest of this analysis undertakes a deeper analysis of potential cultural differences by comparing the positions of the four countries in relation to placement implementation techniques in movies. As shown in Table 7 , the ANOVA analysis again reveals significance differences in the studied countries. To uncover the nature of the attitudes toward the creative techniques, the same analysis process applies calculating the means for the various samples, followed by a multidimensional analysis, was presented in table 8. Again, two axes emerge that represent underling dimensions; thus, it is possible to position the four countries according to their attitudes toward creative placement techniques (Table 8 and Figure 3) . The first axis, which explains 67% of the variance, correlates positively with items 2 and 8, which refer to product development. The negative side of this axis correlates with items 1 and 9, or visual and verbal brand development. This axis therefore represents audio-visual brand and product integration. The second axis accounts for only 19% of the explained variance. It is primarily correlated, on the negative side, with item 3 and on the other side with item 4. These two items refer to the brand's capacity to draw attention, so this axis is entitled the prominence of the brand placement.
The results indicate that globally, without analyzing differences in the countries' positions, young people think that regardless of the audio-visual context and for both images and text, placement integration is more influential than prominence. Moreover, in relation to integration techniques, these young respondents believe that the quality of the association of the product with a movie is more effective than a simple, ostentatious presence with higher frequency or more related quotations.
Unlike the general attitudes toward placement, the positions in relation to creative placement techniques are more complex, because they reflect stronger disparities among the studied countries.
First, Tunisia clearly opposes the other three countries with regard to the prominence dimension. Young Tunisians are the only ones who believe that the subtle presence of brands is not influential and that its role needs to be more attractive and visible. This contrast is stronger with the Polish, who favour discretion. The French are more balanced in their attitudes, preferring an attractive brand that does not go too far. Finally, the Italians consistently score lowest though their answer structure is similar to that of the French.
integration very effective, whereas on the other hand, Italy and Poland consider this effectiveness very limited.
Third, the final category of differences arises in relation to brand centrality according to high frequencies.
Young Tunisians, who always favour explicit placements, consider this technique very effective. Italians and Polish believe high frequencies are not at all effective. The French sample takes a middle position.
Managerial Implications, Limits, and Further Research
This cross-cultural research provides the first investigation of the effects of placement from a demand-side perspective in four different countries: two Western Europeans, one Eastern European and a South Mediterranean one. This study presents theoretical and managerial implications.
On the theoretical level, this research proposes to consider dimensions of the placement, not yet studied in the literature: the product placement creative techniques. Which consist of the combination of three categories: audio-visual context, integration and prominence.
On a practical level, the study showed interesting results. The main ones are presented in the table 9, which highlight some key differences in attitudes toward communication in general and product placement in particular. Furthermore, these results confirm conclusions from previous research, especially with regard to two key elements. First, placing products and brands in entertainment media offers an excellent communication tool internationally, often more effective than traditional television advertisement. Second, placement effectiveness at the international level depends on the attitudes of the target markets. Globally, some real and important differences exist among cultures with regard to the appreciation of advertisements, product placements in general, and product placement creative techniques in particular. Consequently, the assumption that a movie travels throughout the world and that a brand featured in that movie will have the same impact in the various countries is, at the very least, questionable. Not only do consumers' acceptances of the techniques differ, but the placement implementation also depends on different cultures. This research also presents some limitations. First, the use of a student sample, even if these consumers are important and justified for this research, does not allow a generalization to other audience segments. Second, this intercultural study relies on the declared attitudes of the respondents, the intention behind the placement persuasive technique is explicit, and participants are conscious of this intent. Such an evaluation cannot identify unconscious attitudes and behaviours, especially the effect of the emotions prompted by the media. For these reasons, complementary studies that focus on movies intended for the international public, for example, will enrich the results herein. Furthermore, future research should also include other Eastern European countries, in order to investigate if they can be considered similar to the Polish sample or if cross-cultural differences exist despite similarities due to the heritage of historical events and to geographic proximity. Finally, attitudes towards brand placement in the four countries should be analyzed again in the following years and compared with current
